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BRIEF SUMMARY OF THE FINDINGS 



This study is based on sn analysis of Saturday children's programming 
Boston commercial TV stations. Following are some of the major findings* 



1. Overall, about 7756 of time is devoted to program content and 23% to 
announcements of various kinds. 

2. Commercial announcements (product and program promotion) account for 
almost 19% of total time, and varies from a high of almost 25 % on 
one channel to a low of 17% on another* 

3. Program fare lacks diversity, with 89% of time devoted to entertainment 
including 70% comedy drama (primarily cartoons). Recorded programming 
was 100% entertainment, and network programs 92% entertainment and 

80% comedy drama. 

Jj, Programming was also mostly animated with 70% of entertainment pro- 
grams and 62% of all program time being animated. 

5. There were UC6 commercial messages in 1125 minutes of total time 
studied. This amounts to an average of one message every 2.8 minutes. 
In terms of total time, about one minute in five was devoted to 
commercial messages. 

6. Non -commercial announcements accounted for about three -and-ono -half 
percent of total time, or an average of one every 17 minutes. 

7. There was a relatively higher saturation of commercial announcements 
within ( interrupting ) programs tha 1 " between programs. That is, of all 
announcements within programs, 77% were commercials and of those 
between programs only 32% were commercials. 

8. Although at least two-thirds of all program promotional announcements 
were for children's programs or general audience (family) programs, 
some were for more adult -oriented material — westerns and crime drama, 
adult moviesi and news. 

9. Non-commercial announcements were primarily either youth-oriented or 
for medical or environmental causes. There is some question as to 
the appropriateness of some of them during the hours of children's 
programming (e.g. Social Security Announcement). 

10. Individual cartoons and other program segments were studied in detail 
for subject-matter. Dramatic programming differed greatly from non- 
dramatic programming,. Whereas 6U% of drama time dealt with crime, 
the supernatural, or interpersonal rivalry, 67 % of time in non-dramatic 
segments dealt with science and technology, race and nationality, 
literature and the fine arts, and nature or animals. 



11 Although other countries were represented in dramatic settings, about 
two of three took place in the United States, and 20% were unclear as 
to setting. They were also set in rural or small town locations, pri- 
marily outside. 

12. In time, three out of four dramatic segments were set in the modem or 
contemporary period. 

13. Characters in the programs were primarily human characters, but 29% of 
dramatic segments portrayed animals with human characteristics. These 
were mostly animated cartoons. 

Hi. About three out of 10 dramatic segments were "saturated" with violence, 
and 71% had at least one instance of human violence with or without the 
use of weapons. Although in £2% of the segments violence was directed 
at humans, in only four percent did this result in death or injury. 

15. other elements included dramatic segments with "chase" scenes (53%), 

frightening or suspensful situations (19%), interruptions for commercial 
announcements (37%), the use of laugh -tracks (23%) and commercial 
"Tie-in's" (6%). 

"•6. Commercial announcements (CA's) on behalf of products or companies 

numbered 311. This included 132 separate CA's (not counting repeated 
airings), advertising 99 products or services on behalf of 57 different 
sponsors or companies# 

17 CA’s were evenly divided among four product categories— toys, cereals, 

candy/sweets, and other foods/snacks— with about 20% each. Other products 
were* advertised less freouently, and only two medicine/drug/vitamin 
CA's were aired. 

18. Nearly six in 10 CA's were non-animated, four in 10 used off-stage 
announcers tc sell the product, and in six in 10 the product was illus- 
trated in use. In only one -half was the product displayed continuously 
throughout the CA. 

19. Animated CA's viere primarily dramatic sketches or skits, whereas non- 
animated CA's used off-stage announcers primarily. 

20. All toy CA's were non-animated as were other (mostly adult) products. 
Cereals, candies, foods/snacks were animated or mixed, predominantly. 

21. The settings of CA's were most frequently the outside in the open air (36%), 
although settings could not be determined for about 20%. The second 

most popular setting was in or around home (25 %).* 

22. More than six out of 10 CA's contained children, either alone or with 
adults or animals, and almost two in 10 contained only adults. 
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23. 



There appears to be a cultural sex bias showing up in the CA's. 
Forty-nine CA's contained males only, whereas only 16 contained females 
on ly # - in addition, characters in toy ads usually are identified by 
sex roles, with girls playing with dolls and boys with cars, planes, 
and other mechanical devices# Moreover* products addressed to girls 
also contained themes of popularity and beauty whereas those addressed 
to bqys centered around size, power, noise, and speed. 

2k. There appears an ethnic or racial bias as well. Whereas 13% of CA s 

classified for ethnic status contained white-only characters, 2k% were 
mixed white and minority group characters, and only three percent 
contained minority group characters only. 

25. Commercial practices included tijin's with programs (6 of 132 CA's), 
endorsement by celebrities (k of 132), special visual devices which 
may be misleading (19), visual (9) and verbal qualifiers (21). Other 
commercial practices included premium offers (If); and whether or not 
an indication of price was given (10 of 132 gave some indication). 

26. Cereals most frequently use premiums to sell products (10 of 36 CA’s), 
and when they do, almost all the emphasis of the CA is on the premium 
rather than the product (9 of the 10). 

27. There is little product information given in the CA's. Price, size, 
age group for which product is designed, materials it is made ^ of, or 
other relevant information is seldom given verbally, and is difficult 
to determine visually. 
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I. INTRODUCTION 



The basic purpose of this study was to gather data relevant to the 
content of children’s television programs as well as to the commercial 
practices as reflected in commercial announcements in and around children's 
programs# The study was designed to illuminate some of the issues which 
have been raised in the petition of Action for Children's Television (ACT), 
and the FCC "Notice of Inquiry and Notice of Proposed Rule Making" (docket 
191U2) adopted January 20, 1971 in response to that petition# 

2 

General Procedures 

The basic methodology of the study is content analysis. The report 

is based on the results of a monitoring study of Saturday children ' s TV 

3 

programming on local Boston commercial TV stations. The stations and 

it 

times monitored were as follows: 

Channel h, WBZ-TV (NBC), 7:00 a.m. - 1:00 p#ro«, June 12, 1971 

Channel £, WHDH-TV (CBS), 8:00 a.m. - 11:30 a.m., June 19, 1971 

Channel 7, WNAC-TV (ABC), 8:00 a.m. - 1:00 p.m., June 5, 1971 

Channel 3§, WSBK-TV (Ind.), 8:00 a.m. - 1:1£ May 29, 1971 

Programming on each station was monitored and videotaped for further study • 

These procedures yielded almost 19 hours of children's fare on Saturdays. 
Since Saturday children's programming is somewhat repetitive from week to 



1. The stucy was made possible by a grant from Action for Children's Television. 
I would also Him to acknowledge the assistance provided by the School of 
Public Communication and the Communication Research Division in the form of 
monitoring and recording equipment and financial support for one of the 
graduate students who worked on the study. 

2 # For specific details on procedures used, see Appendices A and B which 

contain instructions! to monitors, categories and definitions vised in the 
study. 

3. One station, WKBG, Channel f>6, did not carry children's programs on 
Saturdays during the study period. 
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A complete list of programs and times for each station is given in 
Appendix C. 
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weekj, the sample represents a fairly large "chunk" of what is available 
to children in Boston, on local and network commercial television. Thus, 
although the data in the study is not considered to be a representative 
sam pling of all children's programming, it is indicative of many of the 
kinds of programming and commercial material to which children are continu- 
ally exposed. 

There were four basic phases to the study: 1) Recording and Screening 

Phase, 2) Program Analysis Phase, 3) Character Analysis Phase, U) Analysis 
of Commercial Announcements . A brief summary of each phase follows. 

A record of all program material was obtained in the initial screening 
and recording phase of the study. All program material, commercial announce- 
ments, non-commercial announcement, program promotion, and other miscellan- 
eous material (station identification) was recorded in minutes and seconds 
of time. 

A second phase involved detailed study of the program material, by play- 
back of video-tapes of each separate program segment (individual cartoons, 
etc). The program segments were then analysed and classified as to type, 
format, kind of characters, subject-matter , origin, and time and place 
setting. Monitors wrote out a program summary and list of characters and 
answered a series of 1U "yes” or "no" questions for each program segment. 
These question pertained to whether or not the segment contained violence, 
advertising "tie-in's", laugh tracks, and other information on the situations 
in the program segment. 

A third phase involved the analysis of the major characters* Xnforma- 
tion was gathered on the character's role, age, sex, and marital status, as 
well as his ethnic and social status as they were portrayed in the program 
segment. In addition, a description of the character, nis goals in the 
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story, and the means he used to achieve them were recorded. 

Finally, commercial announcements were classified as to type, product 
class, format, setting, character composition, and a list of "yes” or "no” 
questions were answered for each. Questions concerned such things as 
whether there was a "tie-in" with programs or characters, endorsements by 
celebrities, qualifying phrases, prices, and premium offers, as well as 
specific questions pertaining to toy, cereal, candy, drug, and other classes 

of products. 

All monitoring and coding was done by itself and two graduate students 
in Communication Research under uy supervision . 1 Care was taken so that a 
minimum of coder judgment was involved. Monitors were asked to look for 
specific indicators in the program before classifying that material. For 
example, rather than asking: "Do you feel that this program wac too violent 
for children?" we looked for a number of indicators by asking several ques- 
tions: "Was there a chase scene in the program?" "Was there death or injury?" 
"Was there human violence with weapons .. .without weapons?" "Did the violence 
result in the permanent death or injury to ary of the characters?" And so 
forth. 

The same was true for analysis of commercial announcements . Rather 
than asking whether the announcement was misleading or not, we asked several 
questions pertaining to whether information was given on price, size of 
product, visual and verbal qualifications, premium offers, and so forth. In 
each case, a justification based on explicit indicators was written down for 
each question asked. 

i wv n*M to acknowledge here the help of Gloria Chapman and Carol 

Springer who did the bulk of monitoring in the Study . 
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A Note on the Reporting of Data 

One convention was adopted in the study to simplify the mathematics 
involved. All material was measured in minutes and decimals <= Thus, 
minutes represents five minutes and 30 seconds of time. Also, in most of 
the tables in the report, percentages are used to report data. The exception 
to this is when the base is so small as to possibly lead to misinterpretation, 
since percentages based on small numbers are subject to great fluctuation. 

In each case the base for the percents are given in either numbers or minutes 

of time. 
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II. AH overview of program material 



Total Time Distribution 

How was the time on the air divided among actual program content (defined 
here as "net" program time) and other elements (commercial and non -commercial 
announcements)? For all stations combined, approximately U6 minutes of each hour 
is program content (see Table 1). Another 10 minutes is devoted to commercial 
product announcements, and the remainder to non-commercial announcements, program 
promotion and station identification. Combining commercial announcements (CA’s) 
and program promotional announcements (promos) one finds slightly over 11 
minutes of every hour devoted to this commercial material. 

Figures for commercial material (CA's and promos) vary according to the 
station one happens to be watching, ranging from a high of almost 15 minutes 
per hour on Channel 5 (CBS) to a low of 10 minutes per hour on Channel 38 (Ind.). 
S imi larly, "net" program time varies from approximately k$ minutes per hour on 
Channel 5 to U8 minutes on Channel 38. Actually, program "content" is less than 
this if one excludes introductory and closing credits and short bits of transi- 
tional material between program segments. 

The Pr ograms — Origin. Format, and the Use of Animation 

A gross classification of programs 2 by origin and format illustrates that 
Saturday children’s TV is primarily entertainment fare originated from the net- 
works. This accounted for two-thirds of all program time. Entertainment programs 

1. Although both product advertising and promotional announcements should be 

considered as commercial announcements, they are reported here separately 
for greater detail. 

2. 3y "gross classification" is meant the classification of each program (xncluding 

announcements) by its predominant content. This differs from a later 
ansilysis in which individual program segments (cartoons, songs, stories, 
etc.) within the overall program are classified separately. 
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Table 1 

Total Program Material Monitored, by 
Channel and Type of Material 



Channel 



Type of Material 


u 

NBC 


5 

CBS 


7 

ABC 


38 Total, All 

Ind. Stations 






(in minutes) 






"Net” program time 
Commercial announcements 
Program promotion anemts. 
(Total CA & promo) 
lion -commercial anemts. 
Other (station ID, etc.) 


282.92 

98.1*2 

6.26 

(6U.68) 

9.60 

2 . 8 o(») 


196.26 

49.90 

2.1*9 

(91.99) 

1.3U 

.1*1 


226.03 

3U.90 

17.83 

(92.33) 

20.92 

.72 


20U.79 
31.33 
11. 21* 
0*2.97) 
7.21* 
.1*0 


870.00 

173.79 

37.82 

(211.97) 

39.10 

1**33 


Total Time Monitored (min. 
Total Time (Hours) 


) 360.00 
(6) 


210.00 

(Ss) 


300.00 

(9) 


299.00 

Ofc) 


1129.00 
(18 3/U) 






(in 


percent) 






"Net" program time 
Commercial announcements 
Program promotion 
(Total CA & promo) 

Non -commercial anemts. 
Other - 


78.656 

16.2 

1.7 
(17.9) 

2.7 
0.8(*) 


7k.b% 

23.6 

1.2 

(2l*.8) 

0.6 

0.2 


79.3# 

n.9 

6.0 

(17.9) 

7.0 

0.2 


60.3% 

12.3 

!*•!* 

(16.7) 

2.8 

0.2 


77.356 

19.9 

3.3 

(18,8) 

3.9 

0.1* 


Totals 


100.056 


100.056 


100. o£ 


100.056 


100.056 


(*) In addition to having longer ID segments on channel 1*, a short 
material of unknown origin appeared when apparently an error 
at the station when switching to the network. This accounts 


bit of 
was made 
for most 



of the disproportionate amount of ” other” material here. 
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accounted for 89% of total time and 92% of all network time. Comedy drama alone 
accounted for 70% of the total and 8 q% of network time- (see Table 2). 



Table 2 

Total Time Monitored, by Program 
Origin and Format 



Origin 



Format 


Live 


Rec orded N etwork 
(in minutes) 


Total 


Entertainment s 


Comedy drama 


— 


135 


652 


787 


Crime-mystery drama 


— 


— 


30 


30 


Action-adventure drama 


— 


60 


30 


90 


Magazine -variety 


60 


— 


30 


90 


Other entertainraent 


-- 


-- 


“ 


__ 


Total, Entertainment 


To 


1 95 


7H2 


997 


Informational r 


Discussions-interviews 


— 


-- 


-- 




Other information 


60 


— 


68 


128 


Total, Information 


“50 


-- 


T5 


12H 




— 


. 


— 


■ ' — 


Total, All Programming 


120 


195 810 

(in percent) 


1125 


Entertainment : 


Comedy drama 


” 


69% 


80% 


70% 


Crime -mystery drama 




— — 


h 


3 


Action-adventure drama 


" 


31 


h 


8 

A 


Magazin e -variety 


So? 




k 


8 


Other entertainment* 


— — 


— — 


— 




Total, Entertainment 


To? 


Too% 


“95% 


~B9%‘ 


Informational : 


Discussions-interviews 


— 


-• 


— - 




Other information 


5o 


~ 


8 


11 


Total, Information 


~To% 


— 


5% 


11% 


Total, All Programming 


100% 


100% 


100 % 


Ioo% 



Two hours of the total (11%) was classified as local-live programming 
("Mudville, U.S.A.," on Channel 7 and one-half of «Boomtown , * on Channel U). 
One -half of this time consisted of children’s information and the other one- 
half music, jokes, and light conversation (classed as ’’magazine -variety”). 
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Table 3 shows the extent to which animation is us<jd in Saturday children’s 
programming. Overall, more than six out of 10 minutes consisted of animation, 
and for entertainment programs, seven of 10 minutes used animation techniques. 

Table 3 



Origin : 

Entertainment Programs: 

Live 

Recorded 

Network 

Total, Entertainment 
Informational s 
lave 
Recorded 
Network- 

Total, Information 
Total Time: 
live 

Recorded 

Network 

Total 



l Use of Animation 




AniJaated 


N on -animated 


Total (bi 


(in 


minutes ) 






60 


60 


165 


30 


195 


530 


212 


7U2 


595 




Wf 




60 


60 










68 


68 


•m wm 


125 


125 




120 


120 


165 


30 


195 


530 


280 


810 


595 


H30 


TT25 



Entertainment Programs: 

live — 

Recorded 85% 

Network 71% 

Total, Entertainment 70% 

Informational « 

Live 

Recorded 

Network ~~ 

Total, Information 
Total Time : 

Li^e 

Recorded 85% 

Network 65% 

Total ^2? 



(in percent) 

100 % 

15% 

29% 

~~ 30? 

100 % 

100 % 

loo? 

100 % 

15% 

35% 



100 % 

100 % 

100 % 

100 ? 

100 % 

100 % 

loo? 

100 % 

100 % 

100 % 

loo? 
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By definition, of course, live programming is non -animated. Of all recorded 
time, was animated; and 6%% of total network time used animation. 

Number and Time of Announcements 

Number of Announcements. There was an average of one announcement every 
2.k minutes of time on Saturday children's programs (that is, a total of U73 
announcements of all kinds in 112$ minutes of time monitored). The bulk of these 
were either commercial announcements (311) or program promotional announcements (9$) 
(See Table 2* ) . Commercial announcements (CA's) alone averaged one per 3.6 
minutes of time and CA's and promos combined averaged one per 2.8 minutes. 

Since each station accounted for different amounts of program time, a 
comparison of them in absolute terms would be unfair. However, on an announcement- 
per-minute basis, Channel $ (CBS) had the greatest saturation of both total 
ann ouncements (one per 2.0 minutes) and of CA’s and promos (one per 2,1 minutes). 
The lowest saturation of CA’s and promos was found on Channel 38 (Ind) and 
Channel 7 (ABC) with one commercial or promo per 3.0 and 3.1 minutes, respectively. 

Channel $ showed the lowest frequency of promos alone and non -commercial, 
public service announcements (NCA's). And Channel 38 had the highest rate of 
promos. 

Time of Announcements . The same general picture emerges when time devoted 
to announcements is considered. Of total time monitored, it was previously 
noted (Table 1) that 23/5 was devoted to announcements (or almost one minute in 
four). CA's alone accounted for approximately l6j6 of all time and CA's and promos 
combined for 1955 (almost one minute in five). 

No major or consistent deviations from current industry standards with 
regard to the number and length of commercial announcements was found. There 
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Table U 

Number of Announcements of All Kinds , by Channel, 
Type of Announcement, and Number of 
Announcements per "X" Minutes 
Of Programming 



Channel and Type 



Number of Total Time No. of Announcements 

Ann ounc e men 1 3 Monitored (Min. ) Per " X" Minutes 



Channel 1* (NBC ) s 
CA's 
Promos 

(CA’s and Promos) 
NCA's 

Total, Ch. U 



102 

21 

(123) 

18 

m 



360 

n 

t» 

11 

ir 



3.5 

17.1 

(2.9) 

20.0 

2.6 



Channel £ (CBS): 

CA’s 

Promos 

(CA's and promos) 

NCA’s 

Total, Ch. 5 

Channel 7 (ABC ) : 

CA's 

Promos 

(CA's and promos) 

NCA's 

Total, Ch. 7 

Channel 33 (Ind. ) : 

CA's 

Promos 

(CA's and promos) 

NCA's 

Total, Ch. 38 

Total, All Channels: 

CA's 

Promos 

(CA's and promos) 

NCA's 

Total Announcements 



89 


210 


2J» 


10 


11 


21.0 


(99) 


11 


(2.1) 


£ 


ti 


1*2.0 


l5H 


it 


2.0 


66 


300 


U.5 


32 


11 


9.U 


(93) 


11 


(3.D 


31 


11 


9.7 


129 


it 


2.3 




255 


U.7 


32 


ti 


8.0 


(86) 


vt 


(3.0) 


13 


ti 


19 .6 


99 


it 


2.6 


311 


1125 


3.6 


95 


11 


11.8 


(U06) 


11 


(2.8) 


67 


11 


16.8 


m 


it 


2.1* 
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were few obvious examples of over-length commercials or the crowding of CA's 
into specific life-minute segments as outlined in industry or FCC guidelines. 

Average Length of Announcements . With a total of U73 announcements 
summing to 2£l minutes of time, the average length of all announcements was 
32 seconds. NCA's were the longest, on the average, at 35 seconds, followed 
by CA's at 3U seconds, and promos at 28 seconds. 

Announcements Within and Between Programs 

Not all announcements can be thought of as "interrupting" programs. 

Those within the program "curtains," 2 are more apt to interrupt the program 
flow than those between programs (station -break segments). Therefore, a 
special analysis was made of the number and time of announcements withxn and 
between programs (see Table 5 ) * 

Overall, about two-thirds of all announcements were CA's as was time 
devoted to them. However, a much larger proportion of CA's were concentrated 
within the programs than between them. Whereas 66 % of all announcements were 
CA's, 77J6 of announcements within programs were CA's and only 32^ of those 
between programs were CA's. The same picture emerges when one cor aiders the 

time devoted to CA's. 



1 . 



The one exception was a spray gun 
one minute and 10 seconds each, 
with local stores following the 



commercial aired three times for 
The over— length was due to a tie-in 
recorded message. 



2 . 
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Programs were defined by what appeared on the screen--that is, a program 
began at the opening "curtain," or when the first visual or verbal . 
indication of what the program was was given, and ended at the closing 
"curtain," when closing credits and "goodbye’s" were given. 
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Table 5 

Announcements Within and Between Programs , 
By Type of Announcement, Number, 
and Total Announcement Time 



(in percent) 



Number of Announcements 



Type of Announcement 


Within Programs 


Between Programs 


Total 


CA's 


11% 


32% 


66% 


Promos 


12 


U5 


20 


(CA's and promos) 


(89) 


ill) 


(86; 


NCA's 


11 


23 


Hi 


Totals (%) 


100% 


100% 


am 


Number (base) 


(356) 


(117) 


(h!3) 




Time of 


Ann ounc ements 




Gil's 


75% 


hl% 


69% 


Promos 


10 


33 


15 


(CA's and promos) 


(85) 


(80) 


(8U) 


NCA's 


15 


20 


16 


Totals (%) 


100% 


am 


am 


Time (base) (minutes) (199.00) 


(5 1.67) 


(250.67) 



Program Promotional Announcements (Promos) 

Many promos are for general television programs and not specifically for 
children's programs. Although classification by intended audience is somewhat 
difficult, the 95 promos recorded in our study are broken down by program type 
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in Table 6. Note that 30 % are for general programs of western adventure, base- 
ball, local news and discussion shows, or for Sunday daytime or weekday afternoon 

movies.^" 



Table 6 

Program Promotional Announcements, by 
Type of Program 



Promos for: 



Number 



Percent 



Children's Programs: 

Same program for tomorrow, next week, or on weekdays y 

Other children's shows (Capt. Kangaroo, Sabrina, In the Know, 
Globetrotters, Archie, Hardy Boys, Banana Splits, Thunder- 
birds, Porky Pig, Three Stooges, Fury, Capt. Scarlett, 

The Mdnkees) * -21 

Sub-Total 30 

General Audience: _ _ 

Family Situation Comedy ( T he Brady Bunch, Smith Family, Par- 
tridge Family, Ozzie and Harriet) ® 

Other Situation Comedy (From a Birdseye View, Bewitched, 

Hogan's Heroes, Lucy Show, Room 222, Courtship of 

Eddie ' s Father) ^5 

Animal -Nature Programs (Animal World, Jaques Cousteau, 

Wildfire— special) * —12 

Sub-Total 36 

Other Programs : 

Western Adventure (Wagon Train, Tales of Wells Fargo, Raw- 

hide, Alias Smith and Jones) . 9 

Clime -Action —Adventure (Mod Squad, The Immortal) 2 

Sunday & Matinee Movie » 5 

Major League Baseball - ° 

Local NewS and Discussion (6:00 News, The Week Ends Here, 

Paul Bensaquin, One More Time ) 5 

Other (TV Code, station promo) 2 

Sub-Total 29 

TOTAL, ALL FRONDS 



10 % 





10 

2 

5 

6 

5 

2 

30 * 

10056 



Two were for specific movies: "Funny Face," and "The Notorious Landlady," 

The others were short promos for the "Matinee Movie" on weekdays. 
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The important question is simply whether promotion of these programs is 
appropriate in the time periods and in and around programs directed at 
children. 

at tho ugh not analysed for such elements in this study, such promos should 
also be examined for elements of violence or other adult material inappropriate 
to the child audience. 

Non -Commercial Announcements (NCA's) 

The question of audience appropriateness is also raised in the presentation 
of non -commercial (public service) announcements. Sixty-seven such announcements 
were aired during the study period accounting for slightly more time than 

program promos (ref. Tables 1 and U). 

NCA's are tabulated by type of organization or cause in Table 7. In 
general, it appears that stations attempt to schedule NCA's appropriate to 
children in and around children's programs. However, there were quite a number 
of exceptions to this, enough so that one is lead to wonder whether the policies 
on placement of NCA's is not somewhat indefinite and haphazard. 

NCA's for Girl Scouts, Junior Achievement, U-H Clubs, Boys Clubs of 
America, The American Society of Dentistry for Children, and other similar 
organizations would seem appropriate to the child audisice. Similarly, general 
announcements for safe boating, seat belts, air pollution, and anti -littering 
would also seem appropriate. Even here, however, many such announcements were 
not child-oriented in approach, ^ or example, there is some question whether a 
30 -second film clip of J. Edgar Hoover praising the ideals and goals of the Boys 
Clubs of America is either effective or appropriate at 9:00 a.m. on Saturday 
morning. The same is true of a plea to "Help the Boy Scouts and Project SOAR," 
~r a seat belt NCA showing an adult man making excuses for not wearing safety 

ERIC 23 
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belts -while the announcer is warning that "there are a million and one excuses 
for not wearing safety belts— some ere real killers." 



Table 7 

Non -Commercial Announcements , by Type 
Of Organization or Cause 



Type of Organization or Cause 

Youth-oriented Organizations (Girl Scouts, Boy Scouts, Boy's 
Clubs of America, Junior Achievement, U-H Clubs, "send 
a child to camp," YwCA girls program) 

Medical, Health Organizations (Muscular Itystrophy, Cancer, 

Society, drugs, physical fitness. Arthritis Foundation, 
Heart Fund, Cerebral Palsy, German Measles, Muscular 
Sclerosis) * * 

Ecology-Environment (Keep America Beautiful, Keep Boston 

Clean, anti -littering, anti -pollution. Mass. Audubon, 
Prevent Forest Fires, National Forest Program) 

Other Organizations or Causes 



Totals 



NCA’s 

Number Percent 
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Hi 


21 


13 


20 


23(*) 


3U 


67 


100$ 



(■*) j Peace Gorps 

Education Warehouse 

Dairy Festival 

Rlma Lewis Celebration... 

Social Security 

Mass. Teacher's Assn. ... 
"Love Your Neighbor" . . . . 
Safe Boating 



h Seat Belts 1 

2 HELP (street lighting) 1 

2 WGBH-TV Auction 1 

2 Kennedy Art Exhibit . . 1 

2 United Church of Christ 1 

1 United Front Foundation 1 

1 C.A.R.E 1 

1 (unknown) 1 







Other NCA’s seemed even less appropriate. NCA’s for Social Security, 
Arthritis Foundation, Heart Fund, Cerebral Palsy, and others seem much more 
appropriate to an adult or general audience since many of them either directly 
appeal for funds or indirectly ask for support to which the child is probably 
unable to respond. 
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There are other aspects to be considered as well. For example, one 
NCA on better lighting to prevent crime presents a rather grim and suspensful 
atmosphere of- robbery on an -unlighted street. Ignoring the fact that the 
child probably has little influence to help in this cause, the announcement 
could also create unnecessai'y fear in the young child. 

The point is not that children should not be made aware of public problems 
such as pollution, crime, or safety, nor of the existence of public servd.ce 
organizations'. The questions of appropriateness involve at least three 
considerations: 1) Is the announcement designed so that the child can under- 

stand? 2) Is it relevant to the child— can he have any influence in theoarea? 
and 3) Are there possibilities of emotional or other effects on the child? 



O 

ERIC 



25 



Ill* ANALYSIS OF PROGRAM CONTENT 



The data in this chapter are derived from an analysis of program 
"Segments Programs were broken down into units of various lengths which 
were composed of homogeneous program content — a story, cartoon, discussion, 
musical segment, and so forth. A total of H9 program segments were 
analysed. These were classified by type, format, origin, type of characters, 
subject-matter, time and place settings, and extent of violence. In addition, 

1U specific questions were asked about each segment relevant to issues of 
types and results of violence, use of laugh-tracks and other elements. (See 
Appendix A and B for details • ) 

Transitional material of less than one minute was ignored in this 
analysis. Thus, total program segment time amounted to 823.11 minutes or 
9 $% of "net" program time (as explained in Chapter II) (See Table 8). 

Stated another way, of a total of 18-3/H hours of program material monitored, 
jJjSg hours was classed as "net" program time, and 13 hours and $0 minutes 
analysed as program "segments", the remainder being brief transitional 
material including program credits and short "We»ll be right back" announce- 
ments. 

This procedure made possible a more detailed classification of program 
content than is usually possible — especially in those programs containing 
inter-mixed elements of live and recorded material, and animated and nan-animated 
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